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Chapter 1: Introduction  
 Although hot dog stands, and traditional taco trucks have dominated the street food 
market for decades, recent changes in supply and demand have lead to the emergence of a new 
industry trend.  In the last five years, high-end cuisine served fresh from kitchy food trucks are 
flooding U.S. streets from Los Angeles all the way to Durham, North Carolina.  Although 
reminiscent of the „grease trucks‟ that have been known to haunt college campuses and 
construction sites, this newest generation of food trucks is marching to the beat of a decidedly 
different drum.  Described as aggressively gourmet, tech-savvy and politically correct, new-wave 
food trucks have found success by catering to niche markets, and employing the use of 
technology in innovative and unforseen ways.   
 Because food trucks represent a fairly recent cultural phenomenon, academic literature on 
the subject is scant.  In its absence, however, journalists and food experts have offered myriad 
explanations to the sudden surge in new-wave food trucks.   Many have pointed to the national 
economic downtown and high rates of unemployment as having provided the underlying impetus 
for upward trends in the food truck movement.  Others emphasize that in spite of the softening of 
the commercial real-estate market, the costs of opening a sit-down restaurant are still too high for 
most people given the credit crunch, and tightening of individual and corporate budgets 
(McLaughlin, 2009).  Unable to open their own restaurants due to high entry costs, many 
talented and out-of-work chefs and restaurant workers pounced on the opportunity to start their 
own food truck.  As the movement picked up speed in larger metropolitan areas, a media craze 
quickly followed.  In the summer of 2010, the Food Network aired The Great Food Truck Race, 
a reality show that followed seven food trucks across the country until only one remained.  In 
April of 2010, Roy Choi, founder of LA‟s Kogi BBQ truck, was named Food and Wine‟s Best 
New Chef (Food and Wine, 2010).  As news travelled, the food truck industry was promptly 
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pushed to the culinary spotlight.  As a result, new food trucks selling everything from vietnamese 
banh mi to vegan baked goods began rolling out by the dozen throughout the country.    
 In the wake of this growing popularity, municipalities have only just begun to etch out an 
official space for food trucks within their zoning ordinances and strategic plans.  Consequently, 
no-one appears to know exactly how many food trucks exist.  Social media tracking programs 
such as Twitter and Yelp have enabled some locals to estimate city totals.  For instance, over 
three-hundred independent trucks are now thought to rove the streets of Los Angeles (Gold, 
2010).  More recently, some street food enthusiasts have looked to county health department 
records to track the startup of new mobile eateries.  Based on inspection records, the Austin-
Travis County Health and Human Services Department recently announced that in the past six 
months, 386 permits were issued (Bernier, 2011).  Of these, 253 have actually opened new 
mobile food establishments, bringing Austin‟s total count just above 1,300 (Bernier, 2011).  
Although health department data is thought to be more accurate than online trackers, rather than 
counting food trucks specifically, these data capture all mobile eateries including hot dog carts 
and more traditional food stands.  Additionally, the data quality varies by county and often does 
not include dates, making it nearly impossible to rely on for longitudinal tracking.  Aside from 
larger cities, which might be expected to attract people looking for the latest trends in food, 
smaller cities across the country are quickly cultivating food truck cultures all their own. 
 Although some people contend that food trucks are merely a fad, a reading of Jane 
Jacob‟s The Economy of Cities suggests that new-wave food trucks may actually represent the 
birth of a new industry (Jacobs, 1969).  In this regard, the emergence of new-wave food trucks is 
illustrative of a well-known trend in economic development wherein established industries 
produce emerging trends in response to shifting market dynamics.  As such, the food truck 
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industry presents an opportunity to further explore how, and under what circumstances new 
industries evolve from existing ones, and what the impacts of these industries are on local 
economies.  In aligning this theoretical model with the impacts of the food truck industry, food 
trucks become increasingly more relevant to the field of economic development, specifically as 
they relate to urban revitalization, entrepreneurship and issues pertaining to market regulation.  
 As the food truck movement continues to gain momentum in big and small cities alike, 
local governments are being forced to mediate contentions between vendors, city regulations, 
and opposition groups.  In deciding what to do, many city officials have found themselves at an 
impasse.  Strong arguments have arisen on both sides of this debate, and have given way to a 
wide-spread questioning of the function and potential impacts of a growing food truck industry 
by local governments.  On one side of the debate, supporters of the food truck movement have 
turned to community and economic development paradigms, arguing that food trucks not only 
provide entrepreneurial opportunities to people who are otherwise unable to start their own 
business, but also provide tangible benefits that can be measured at the street level.  Contrary to 
these opinions, owners of brick and mortar restaurants have come out in force arguing that 
amenable regulations of food trucks provides an unfair competitive advantage to vendors.  As the 
debate over fair competition, health and sanitation, and public demand lingers on, cities are 
increasingly looking for innovative strategies to address issues related to the regulation of the 
food truck industry—not certain of where exactly it may be headed.    
 In addition to exploring the emergence and potential impacts of the food truck industry, 
this project has also been designed to provide an empirical base that can be used in policy-
making decisions as they relate to the management of the food truck industry at the municipal 
level.  Because this industry has not yet been examined through an academic lens, there is little 
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consensus over whether or not food trucks will help or harm local communities.  To fill this gap, 
this study will profile the emergence and popularity of the food truck industry in North 
Carolina‟s Research Triangle region.  Since 2008, this region has seen upwards of thirty-five 
food trucks set up shop on the streets of Durham, Wake, and Orange counties.  Due to their close 
proximity to one another, and varying regulations between municipalities, the food truck industry 
in this region highlights the complex interplay between market demand, institutional regulation, 
and conflicting stakeholder interests.  Locally, planners and policy makers really have no idea 
how many food trucks are out there or how to manage them most effectively.  Raleigh and 
Chapel Hill, in particular, are struggling to understand the relationship between food trucks and 
brick and mortar restaurants, public perception, and whether or not this new industry holds any 
true value to the local economy. 
To overcome data limitations in this pursuit, a mixed-methods approach was employed to 
collect an original dataset consisting of both quantitative and qualitative data points.  First, a 
food truck census was conducted to gather the data necessary to describe the industry presence 
within the study area.  Second, a series of one-on-one interviews with food truck vendors, city 
and county officials, economic and community development planners, local business owners, 
and consumers were conducted to gain insight into different stakeholder opinions.  Lastly, an 
online survey was launched to collect supplemental quantitative data that spoke to the demand-
side factors associated with food trucks in Durham, Raleigh, and Chapel Hill/Carrboro.  An 
analysis of these data have provided what I hope to be valuable insights into how best to adopt 
and adapt regulations to effectively moderate the growth and impacts of the food truck industry.  
 The remainder of this thesis is organized into six chapters.  Chapter two provides a 
literature review of street food vending in the US, food trucks specifically, and historical and 
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theoretical perspectives used to support and oppose this movement.  Using academic journals, 
books, news and media coverage, and a thorough examination of editorial and opinion pieces, 
this review will provide a platform for the further study of the food truck industry at it exists in 
Durham, Wake and Orange counties.  Chapter three describes the food truck industry in North 
Carolina‟s Research Triangle region, and focuses on how it has evolved over the past two years 
with respect to emerging trends and institutional regulation.  Chapter four explains the survey 
instrument, and presents its findings as they relate to public demand.   Following this, Chapter 
five offers a thematic analysis of the qualitative interviews, and discusses how these findings 
align with survey results.  Chapter six outlines the policy implications of the food truck industry 
and presents recommended strategies for how to best mitigate the bottlenecks presented by a 
growing presence of the food truck industry within local communities.  Lastly, in Chapter seven, 
the author presents concluding thoughts, notes the limitations of this study, and outlines future 
research questions.   
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Chapter 2: Literature Review 
 The rise of high-end food trucks, and subsequent transformation of the street food 
industry provides a unique illustration of how new industries are born, and captures the 
sometimes overlooked role of local planning efforts in mediating ongoing cultural trends.   
Although not adequate in describing the emergence and implications of the food truck industry 
as a whole, the following literature review provides a historical overview of the debate 
surrounding street vending, a description of the emergence of new-wave food trucks, and a brief 
synopsis of how this movement aligns with community economic development theory.   
HISTORICAL PERSPECTIVES 
 Struggles over the regulation of street vending are nothing new.  Extant literature on the 
subject suggests that cities have a long history of trying to force vendors off the streets.  
Wherever and whenever street vendors appear, controversies over street vending almost always 
pit the same groups against each other.  On the one side, we have the arguments of public 
nuisance, often levied by city governments and local business owners.  On the other hand, 
vendors, loyal customers, and those interested in the welfare of recent immigrants and lower-
income individuals often respond with claims that street vending offers individuals with few 
opportunities a chance for employment and entrepreneurship (Austin, 1994).  Following is a 
more detailed examination of this debate, which emphasizes the prominent arguments used to 
oppose and support street vending in the United States.   
The Opposition 
  Historically, there have been three major sources of opposition to street vending in major 
U.S. cities—public nuisance, xenophobia, and an underlying emphasis on vending as being 
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inferior to more traditional wage-making endeavors (Bluestone, 1991; Morales, 2000; Taylor, et 
al., 2000).  More recently, however, concerns over health and sanitation have come to exert 
increasingly more of an influence on shaping the regulatory policies targeting street venders 
(Smith, 2007).  Combined, these arguments have provided municipalities across the country with 
impetus for regulation, and in some cases even abolishment.  Following is a brief description of 
these arguments as they relate to street vending.   
 Public Nuissance:  As cities debated whether or not to allow street vendors, and to what 
degree, the question that emerged most prominently asked what is the proper use of public 
space.  Proposals to ban street vending activities often suggested that streets and sidewalks 
should function as an exclusive zone of smoothly circulating traffic (Bluestone, 1991).  
Anything, including street vendors, that interrupted this flow, was considered to be a public 
nuissance.  Because street vendors often attracted crowds of pedestrians, congestion and 
excessive noise often gave rise to the concern that street vending impeded the necessary day-to-
day activities of a city (Taylor, et al., 2000).   
 Xenophobia:  Since the late nineteenth century, street vending in the U.S. has 
predominantly been occupied by low-income and immigrant families and individuals (Morales, 
Peddling Policy: Street Vending in Historical and Contemporary, 2000).  As a result, attempts to 
regulate the street vending industry have often been perceived as xenophobic in motive.  In 
chronicling the evolution of street vending in New York City, Bluestone (1991) explains that 
efforts to restrict vending often reflected an anti-immigrant sentiment.  As a result, campaigns 
such as those launched in the 1930‟s were often targeted at conforming working class 
immigrants to more widely accepted middle class American norms and values (Bluestone, 1991).   
Bluestone (1991) notes that these efforts were particularly acute in the 1930‟s, when pushcarts 
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represented to many civic and political leaders just another uncomfortable reminder of the 
instability and failure of national economic life.   
 Informal Economy:  Alfonso Morales (2000) argues that the identification of street 
vending as part of the informal economy reduces the profession to being perceived as “different 
from, inferior to, or not related to other parts of social life” (Morales, 2000).  Whether or not 
street vending is in fact part of the informal economy is not as problematic as the implications it 
purveys.  For example, the following definition of the informal economy, offered by Castells and 
Portes (1989) segregates the informal from the formal economy based on its relationship to 
institutional regulation.   
The informal economy [is] a process of income-generation characterized by one central feature: it 
is unregulated by the institutions of society, in a legal and social environment in which similar 
activities are regulated (1989). 
 
Although this definition illustrates the points outlined by Morales, it ignores the fact that all 
income-generating activities are regulated in one form or another (Morales, 2000).  If not by 
governments directly, social institutions and norms often act as regulators insomuch as they have 
the ability to dictate prices, consumer expectations, and other facets of the market dynamic.  
Furthermore, as an act of commerce, street vending is subject to the same laws of supply and 
demand as other retail outlets.  Despite these and other forms of social and legal regulation, 
oppositionists have historically argued that street vending is and always has been part of the 
informal economy.  This position disparages street vending as an illegitimate profession and 
renders it substandard to other forms of income generation.    
 Health and Safety: In more recent years, one of the biggest sources of opposition to street 
food has been the concern that the industry is not regulated adequately enough with regard to 
health and safety (Nagourney, 2010).  As the number of mobile food eaters continues to increase, 
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more and more cities are requiring mandatory health inspections, the use of number and letter 
scores, and the prerequisite of commissary space in fully inspected commercial kitchens.  For the 
most part, food truck owners have willingly obliged to such regulations, explaining that it raises 
awareness about the legitimacy and safety of the industry at large.   
Historically, arguments such as these that street vending is a public nuisance, that it 
threatens the American way, that it is illegitimate compared to other wage-generating activities, 
and that it lacks proper regulation with regard to health and safety have together cast a dim light 
on the profession.  As the industry has evolved, however, compelling arguments to the contrary 
have lent street vendors the support they need to continue operation.   
Support 
 Despite the aforementioned efforts to restrict street vending activities, the industry has 
persevered throughout history.  Although we can only speculate as to why this is, Alfonso 
Morales argues that street vending in fact serves a function.  As such, it affords a bundle of 
benefits to those individuals involved.  Following, is a brief overview of this perspective.   
   Arguing in support of street vendors, Regina Austin (1994) explains: 
Street vending fills a small part of the void created by the economic marginalization of black 
Americans as workers, owners, and consumers. Illegal, informal street vending employs people. 
It supplies blacks with goods they need and want. It contributes to the maintenance of black 
culture. It challenges nonblack businesses in black enclaves. It helps people gain the capital and 
know-how to operate businesses in the formal sector. Finally, it is the site of grassroots activity 
that could lead to new initiatives uniting the political and economic concerns of blacks (Austin, 
1994). 
 
Although this argument was intended to support urban street vending activities carried out by 
blacks in the U.S., many of the same points remain salient for other minority and marginalized 
populations.  Speaking more generally about immigrant and low-income populations as a whole, 
Morales (2000) has argued for instance that people vend to make money, to increase their 
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autonomy, to learn and practice skills, to establish new businesses, to have a consistent source of 
income, and to socialize with people of a similar lifestyle or cultural enclave (Morales, 2000). 
 Whether for blacks, or low-income and immigrant populations at large, street vending has 
historically provided opportunities for employment to those people who may otherwise have 
very few alternatives.  Through case studies and other qualitative forays into the study of street 
commerce, scholars continually find that at its bare minimum street vending provides a 
mechanism for individuals to generate income and to develop and hone various skill-sets, and 
promotes entrepreneurialism in manners that are mutually beneficial to vendors and cities 
(Austin, 1994; Morales, 2000). 
 Although useful in contextualizing the emergence of new-wave food trucks, historical 
perspectives such as these do not fully capture the scope of this research.  The following section 
introduces the modern food truck, and provides a more narrowed focus on the contemporary 
issues related to the emergence and implications of this industry.   
 
CONTEMPORARY PERSPECTIVES 
Street vending in the United States has undergone many transformations since it‟s early 
incarnations in the seventeenth century.  Historical records indicate that  there have been shifts in 
market demand, changes in site locations, differing and sometimes contrasting government 
interventions, and the development of distinct trends in merchandise.  Amidst these 
transformations has been the emergence of new wave food trucks, which as a nasicent industry, 
has come to have an increasinly pronounced presence within the modern city landscape.     
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Changes in Supply  
 No more are the days when street food options are limited to hotdogs and cheap tacos.  
Today, cities across the country have witnessed a broadening of the street food industry, 
culiminating in what many have dubbed the invasion of food trucks.  What began as a poor man‟s 
supplement to a meager income has over time become a hotbed for launching the careers of 
aspiring chefs.   After 2007, as a result of post-recessionary factors including high unemployment 
rates, and the tightening of construction budgets, many U.S. cities witnessed a surplus in catering 
trucks for sale, and a glut of out of work restaurant staff (Belluz, 2010).  Unable to open their 
own restaurants due to high entry costs, talented and out of work chefs pounced on the 
opportunity to start their own food truck.  Menus of Korean BBQ, Belgium waffles and specialty 
grilled cheese quickly began to the flood the streets of major metropolitan areas including Los 
Angeles, New York, and Washington D.C.  In a recent article in the Wall Street Journal, reporter 
Katy McLaughlin describes the emergence of this new generation of lunch trucks.  She explains, 
A new generation of lunch trucks is hitting the streets. They serve high-end fare such as grass-fed 
beef hamburgers, escargot and crème brûlée. As they rove cities like Austin, New York, San 
Francisco and Los Angeles, they alert customers to their locations using Twitter and Facebook. 
Their owners include highly trained chefs and well-known restaurateurs (McLaughlin, 2009) 
 
This shift to high-end street food has had significant impacts on supply-side factors of the 
market.  Though varied by city, generally speaking, the low operating costs of food trucks have 
allowed vendors to introduce higher-cost items such as duck confit to large audiences at a more 
reasonable cost.  If there were a spectrum of food retail, with traditional street vendors as the 
most basic, and brick and mortar restaurants as the most complex, food trucks would find 
themselves directly between the two.  In many ways, high-end food trucks upgraded the 
technology and means of production of traditional street carts, and as a result were able to offer 
menus that more accurately reflect the quality and variety of cuisine more commonly found in 
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brick and mortar restaurants.  Where street food vending was once a way to make ends meet, 
business savvy entrepreneurs are now realizing profits in the range of millions of dollars per 
truck (Stein, 2010).  Moreover, this shift to high-end street food has in many ways further 
bolstered the local and slow-food movement that started with restaurateur Alice Waters in 
Berkeley, California in the 1970‟s (Stein, 2010).  Although the goal of gourmet food trucks is to 
be quick, convenient and cheap, they are distinctly anti fast-food.  As Joel Stein of TIME 
magazine explains, “They're about dispensing Alice Waters‟ food in a McDonald's manner” 
(Stein, 2010).  As such, food trucks are not only supplying cities with more diverse culinary 
options, but in many cases are also bringing their business to local farms, and further supporting 
regional agricultural systems.  In purchasing local produce, dairy and meat, new-wave food 
trucks are supporting local food systems in ways that past generations of street vendors never 
conceived (Morales & Kettles, 2009).  The emergence of high-end food trucks has transformed 
the street food industry.  In addition to shifting supply lines to locally-sourced inputs and 
expanding menu offerings, food trucks have drastically changed consumer expectations.   
Changes in Demand 
 In their most common permutation, street food vendors line busy metropolitan streets 
hoping to catch the lunch crowds from major business districts.  Similarly, first generation food 
trucks made ends meet by selling hot meals to construction workers who were on break for 
lunch.  The reemergence of food trucks as being more high-end has not changed this, but rather 
expanded operating hours and increased demand within niche markets.  In LA, where the number 
of food trucks has soared to over three-hundred, vendors have secured the loyal followings—
crowds that are willing to track them down at all hours of the day, and into the night.  Jonathan 
Gold, an LA Times reporter describes the scene outside Kogi, a Korean BBQ truck.   
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It is nearly midnight, and the local businesses have long been shuttered for the night. This part of 
town goes to bed early. Yet late on a drizzly Tuesday, drawn by a truck serving Korean tacos, 200 
people throng the sidewalk: Salvadoran kids and Mexican kids and a knot of young Koreans, 
tattooed art school students and clean-cut students from the local evangelical college, food-service 
people on their way home from work, a scattering of African Americans and at least a couple of 
guilty-looking dads who obsessively check in on the sleeping kids in the backs of their Volvos. It 
would be hard to find a crowd this mixed and this happy anywhere outside the bleachers at Dodger 
Stadium (Gold, 2010). 
 
This scene is not uncommon in LA, or in cities like Washington DC, Portland, and New York.  
The popularity and success of new-wave food trucks has pushed the street food industry to 
transcend its perceived limitation as a market of only convenience—thereby shifting the 
dynamics of consumer demand.  In so doing, new-wave food trucks have created new demand all 
their own.   
 Flexible specialization has allowed many food trucks the ability to adjust quickly to a 
competitive and fast changing market for affordable and high-end cuisine.  In cities where there 
is an existent or budding foodie culture and unyielding public support for local business, the 
market for these new food trucks has flourished.  As demand continues to increase, chefs, 
business-savvy college students, and even the more traditional street vendors are identifying 
market gaps, and jumping at the opportunity to fill them (Robbins, 2010).  Similar to more 
traditional corporate structures, in order to be competitive, food trucks have to keep their 
consumers happy by maintaining constant variety, producing high quality products, and catering 
to niche markets that often favor political correctness and environmental sustainability.   
 Underlying changes in market dynamics, fueled largely by the popularity of high-end and 
gourmet food have inspired increased demand for street food across many consumer segments.  
As a result, food trucks have expanded their service to myriad venues including entertainment 
and recreation districts, small commercial corridors, neighborhoods, universities, public parks 
and central business districts, and are increasing in numbers in cities across the country.   
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 As this trend continues, cities have increasingly found themselves questioning the 
function, value and legitimacy of the food truck industry.  Offering a final lens to understand the 
emergence of the food truck industry, the following section applies a community economic 
development framework to real-world examples of the various intersections of new-wave food 
trucks with municipal regulation and stakeholder interest.   
 
PRACTICAL PERSPECTIVES 
 In deciding to what degree each city wants to encourage or restrict food truck operations, 
city officials are asking what purpose or function do these trucks serve?  More specifically, cities 
want to know whether or not the presence of a food truck scene benefits or hinders the social and 
economic viability of their urban landscape.  In past decades, cities have argued against street 
vending on the premise of public nuisance.  However, in more recent years, an increasing 
number of cities have embraced street food vending, including food trucks, under the auspice 
that their presence has positive impacts on street vitality and neighborhood life in both lower 
density residential neighborhoods and in high density downtown areas.   
 Because gourmet food trucks in particular represent a fairly recent cultural phenomenon, 
academic literature on the subject is scant.  In this absence, media coverage and public records 
have been used to provide a preliminary examination of the perceived and measurable impacts of 
food trucks on a city.  To supplement this, a community economic development framework has 
also been used to evaluate the potential for food trucks to act as vehicles for revitalization.  
Additionally, because some cities have taken active steps to promote street food vending in 
various forms, the following review includes an examination of these efforts.   
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Community Economic Development Theory 
 
 Although no single definition or framework exists, community economic development is 
commonly defined as those actions taken by an organization representing an urban 
neighborhood or rural community in order to improve the economic situation of local residents 
and local businesses and to enhance the community’s quality of life as a whole (Temali, 2002).  
This definition asserts an inherent framework wherein the impacts of community economic 
development can be measured at three levels, the resident, the business, and the community at 
large.  Appendix A illustrates this model and delineates potential measures for each outcome 
level.  At the core of this model is the assertion that economic, environmental and social 
challenges are interdependent, complex and ever-changing (Temali, 2002).  As such, solutions 
should be multifaceted, and ought to target multiple outcome levels.   
 The community economic development model lends itself well to the examination of the 
street food industry, and to the purpose and function of food trucks.  Because this sector offers 
unique opportunities for street revitalization, minority enterprise, and community renewal, this 
model in conjunction with primary research is helpful in predicting the types of impacts food 
trucks and street food vending may exert on a given locale.  The following cases, which profile 
Seattle and Portland illustrate how, when paired with appropriate policy support, street food can 
be equally beneficial to vendors, residents and to cities at large.     
 
Brief Profiles of Municipal Intervention: Seattle and Portland 
 In an attempt to breathe life back into vacant and distressed areas of downtowns, and to 
promote entrepreneurship to minority groups, some cities have designed and implemented 
initiatives targeted at increasing the number of street food vendors in public areas.  In early 2010, 
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Seattle launched the Make Seattle Friendly to Street Food campaign as a means of encouraging 
more mobile food vending, especially in central city neighborhoods (City of Seattle, 2010).  The 
city argues that affordable and culturally-diverse street food can improve public safety and street 
life, increase access to local food, and create new business opportunities (City of Seattle, 2010).  
Campaign supporters contend that food vendors attract foot traffic to commercial districts, bring 
positive activity to the street and add a festive, people-oriented feel that improves public safety.  
Additionally, the campaign purports  that food vending can be an ideal first business, asserting 
that for many immigrant and refugee communities, food vending offers a point of entry into the 
economy, and a way to learn the food service industry (City of Seattle, 2010).  Although 
Seattle‟s campaign is not exclusive to food trucks, the city is currently considering the creation 
of a Street Use Permit for mobile trucks, which would allow the Seattle Department of 
Transportation (SDOT) to issue street use permits where mobile trucks could operate from the 
right-of-way in designated spaces (City of Seattle, 2010).  In designing this campaign, Seattle 
looked to cities like Portland, Toronto, New York City, and Los Angeles, which are all home to 
vibrant street food cultures.   
 In another instance of welcoming street food, the Urban Vitality Group (UVG) teamed up 
with the City of Portland‟s Bureau of Planning to undertake an exploratory study of Portland‟s 
burgeoning food cart industry (Urban Vitality Group, 2008).  UVG‟s research explores the 
effects of food carts on neighborhood livability, as well as the industry‟s potential for creating 
beneficial entrepreneurial opportunities in Portland.  Through a series of techniques including 
mapping, vendor interviews, site and cart inventories, an online survey, public intercept 
interviews, a neighborhood business survey, and a cost of doing business analysis, UVG used the 
following two questions for research guidance and focus (Urban Vitality Group, 2008): 
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1. Neighborhood Livability: What effects do food carts have on street vitality and 
neighborhood life? What are the positive and negative impacts of food carts on the 
community? 
2. Community Economic Development: To what extent do food carts serve as an entry-
point into long-term business ownership?  Do carts provide beneficial economic 
opportunities for residents of Portland? 
In response to the first question, findings from the report indicate that street food vendors 
provide affordable and convenient food options, create opportunity for social interaction, 
improve public safety by increasing „eyes on the street,‟ and help to facilitate a pedestrian-
friendly urban environment.  As to the role street carts play in facilitating community and 
economic development, findings from the report suggest that street food vending offers minority 
families  beneficial employment opportunities, and helps fill vacant spaces without 
compromising development or revitalization efforts in and around downtown (Urban Vitality 
Group, 2008).   
 In aligning Seattle and Portland‟s efforts to understand and embrace the street food 
movement against the community economic development model, the impacts and potential 
function of food trucks and the street food industry as a whole become multidimensional.  In the 
wake of beneficial outcomes measurable at levels of workforce and business development, 
public safety and community revitalization, many municipalities still find reason to restrict.  This 
begs the question, what role do local governments and institutions play in facilitating a balance 
between the positive and negative impacts of street food vending and food trucks?   Because 
there is little consistency in current food truck regulations across U.S. cities, a list of city policies 
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regarding food trucks has been placed in Appendix B to illustrate the range and scope of policy 
targets related to this subject.   
 Although it is hard to speculate what the long-term trajectory of the food truck industry 
will be, media coverage indicates that large and small cities alike are now facing rising 
popularity in the movement.  Similar reports confirm that across the map, local governments are 
being pressured to adopt and adapt ordinances to mitigate controversy between the food truck 
industry and its opposition groups.  Among those issues that are most likely to require policy 
mitigation are health and safety monitoring, proximity restrictions between food trucks and brick 
and mortar restaurants, fee allocation for the use of publically funded services, parking, and 
alleviation of congestion along busy streets.   
 The remaining chapters examine the food truck industry in Durham, Wake and Orange 
counties.  Despite strict and limiting ordinances, over the past several years, this region has 
become a breeding ground for new-wave food trucks.  While Raleigh and Chapel Hill continue 
to be reluctant in their allowance of food trucks,  the market has exploded in Durham, where 
truck owners can operate legally almost anywhere in the city.  This dynamic has caused 
residents, truck owners, and food truck advocates to ask their cities why, if Durham can do it, 
Raleigh and Chapel Hill can‟t?     
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Chapter 3: Overview of Food Trucks in NC’s Research Triangle Region 
CONTEXT 
 Home to Wake, Durham, and Orange counties, the Research Triangle region is known for 
many things.  Among its prized possessions are its universities—Duke, UNC Chapel Hill, North 
Carolina State, and others—which combine to form a treasure trove of intellect and innovation.  
Uniting these seemingly rival counties is the largest research park in the country, which employs 
over 39,000 individuals in both the high-tech and biomedical sciences (Research Triangle 
Foundation of North Carolina, 2011).  Here, where college graduates makes up almost fifty 
percent of the population (American Community Survey, 2005-2009 Estimates), a thriving 
culinary arts scene has taken root.  In addition to great restaurants and local breweries, this area 
has become home to an unanticipated surge in high-end food trucks and a heated debate over 
whether or not to allow them.   
 To adequately describe the market dynamics of this industry, a food truck census was 
conducted.  Food trucks were identified and tracked using Twitter feeds, Facebook, and general 
news coverage in January of this year.  After this initial desktop tracking, a series of windshield 
surveys were performed to collect observational data on as many trucks as possible.   Following 
is a detailed description of these data by county, an overview of city-specific regulations, a brief 
account of major stakeholders, and the facts surrounding the food truck debate. 
FOOD TRUCK LINEUP 
 As of February 2011, thirty-four food trucks have been identified within the boundaries 
of Wake, Durham and Orange counties.  Although this number includes both new-wave and 
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traditional taco trucks
1
, it is likely that at least a handful went undiscovered due to lack of social 
media usage and/or news coverage.  This being sad, of these thirty-four, two are temporarily 
closed for renovations and business restructuring, and five are not yet fully operational, as they 
are still awaiting business permit approvals.  Of the remaining twenty-seven trucks, fourteen 
(52%) are based out of the city of Durham, six (22%) out of Raleigh and Carrboro each, and one 
(4%) out of Chapel Hill.  Of the twenty-seven fully operational food trucks in the region, nine 
(33%) are traditional taquerias, representing an older generation of mobile dining.  Based on the 
census conducted in the RTP region, these trucks characteristically do not use social media, and 
tend to target more working class populations.
2
  Although there has been some crossover of these 
trucks to the new-wave movement, by and large, they have remained uninvolved in current 
debates.  The remaining eighteen trucks (67%) have been classified as new-wave based on their 
use of social media.  This distinction, though subjective, is useful in examining the evolution of 
the food truck industry specifically as it relates to shifts in public demand, and the broadening of 
the street food market.   
 Locally, the food truck industry can be further described by primary service locations, 
type of cuisine and targeted consumer.  For example, Daisy Cakes, one of the first new-wave 
trucks in Durham, operates out of a vintage 1978 Airstream Sovereign silver bullet trailer.  
Known best for its regular showings at the Durham farmer‟s market, Daisy Cakes sells gourmet 
cupcakes from 9am to 1pm every week at the same location to patrons of the farmers market.   
At the other end of this spectrum is Only Burger, a burger and fries truck also based out of 
Durham.  Unlike Daisy Cakes, which has a relatively stationary location, Only Burger is known 
                                                          
1
 In addition to taco trucks, older generations of food trucks also include construction-site catering vehicles and 
college campus „grease trucks‟. 
2
 In Carrboro, however, taco trucks are known to target student populations far more readily than most others, and 
can be regularly found parked near student destinations such as the Cat‟s Cradle music venue.   
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for its hyper mobility, making multiple stops in a day, operating five to seven days a week.  
Although Only Burger has wide ranging appeal, the truck regularly parks outside bars, concert 
venues, and Duke University‟s K-ville3 during late night hours in order to capture one of its most 
profitable demographics—students and young professionals, often between the ages of 18 and 
35.   In Durham, this cohort can best be described as educated white individuals who have both 
disposable incomes, and a flair for eccentricity.   
 Another distinction that can be made between types of new-wave food trucks is whether 
or not they operate all year long or on a seasonal basis.  For instance, Don‟s Italian Ices, which 
operates in Durham, can be found most summer evenings and weekends, however has not been 
seen for the past several months.  Questions of seasonality are particularly important because 
they draw attention to the fact that not all new-wave trucks are being used as primary sources of 
income.  Issues of schedule irregularity are quite common among new-wave food trucks, and 
were explained by owners as being the result of steep learning curves, limited startup-funds, and 
the challenges associated with building strong customer bases.   
 With respect to background training, 9 of the 18 new wave food trucks (50%) employ or 
are owned by professionally trained chefs.  Based on interviews with truck owners, it was 
determined that the remaining workforce comes from a variety of backgrounds, many of which 
are completely unrelated to the culinary arts.  Characteristics such as these are useful in 
understanding how the industry fluctuates with respect to itself, and across the study area.   
 The growing presence of food trucks within Wake, Durham and Orange counties has 
given way to a general inquiry into how best to manage growth, while capitalizing on this 
                                                          
3
 Krzyzewskiville, or K-ville for short, is a phenomenon that occurs before major men's basketball games at Duke 
University. In simplest terms, it is the line for students wishing to gain access to the designated tenting games.  
Months before the actual game, students begin to put up and live in tents outside Cameron Indoor Stadium in hopes 
of getting selected for tickets for the Duke/UNC game.   
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movement.  Following is an examination of how food truck regulations vary across the Research 
Triangle region, and a brief overview of ongoing public processes to reform these frameworks.    
 
REGULATIONS 
 As mentioned previously, the regulations for food trucks vary greatly across city and 
county lines.  In Durham, where regulations are most lax, food trucks are allowed to operate 
anywhere in the downtown tier, on both public and private property (Catotti, 2011).   As long as 
the trucks are parked legally, and do not monopolize certain spots during peak business hours, 
they are usually left to their own.  In neighboring Raleigh, where regulations are the strictest in 
region, food trucks are banned from operating anywhere within the central business district—
neither on public nor private property.  Outside the central business district, trucks may operate 
on private property with the permission of land owners.  In Chapel Hill, restrictions remain 
vague.  The most consistent interpretation of current ordinances is that food trucks cannot 
operate within two-hundred feet of public rights of way
4
, and must hold valid business license in 
order to operate on private property.  Although several property owners have extended 
invitations to trucks to operate in their private lots, truck owners report that receiving case-by-
case business permits to operate in Chapel Hill is near impossible.  A few miles away in 
Carrboro, food trucks are allowed to operate on private property at the discretion of land owners.  
Here, proximity restrictions are not enforced, and trucks (primarily taco trucks) can be found 
pretty regularly in private lots off Main and Greensboro streets.   
 In addition to zoning ordinances, all three cities have a series of permits, business 
licenses, and inspections that must be passed and/or obtained before a truck can legally operate.  
Although the details of these requirements vary, in general, they require business permits, zoning 
                                                          
4
 Interview with Food Truck Owner  
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permits, health inspections of both the truck and the truck‟s commissary, temporary use permits 
for specific locations, vehicle taxes, and a number of fees for permit processing.  Due to poor 
documentation, and ambiguity in the law, navigating these permits can be very difficult for 
aspiring food truck owners.
5
  In many instances, securing concrete answers to legal questions, 
and obtaining all necessary approvals takes from six months to a year to complete.   
 The regulatory system governing the food truck industry involves both city and county 
jurisdiction, and relies on the coordination of multiple offices.  Unlike many of their street 
vending predecessors, mechanisms such as these allow triangle-based food trucks the ability to 
join the formal economy.  Questions remain however, whether or not cities and residents are 
willing to allow this, to what degree, and for how long.   
 
CURRENT DEBATE 
 Similar to the debate transpiring in cities across the country, local governments in 
Durham, Wake and Orange counties have found themselves at an impasse while deciding how to 
best mediate contentions surrounding the regulation of the food truck industry.  Strong 
arguments have arisen on both sides of this dispute, and have given way to a wide-spread 
questioning of the function and potential impacts of food trucks on local communities and their 
economy.  Supporters of the movement, mainly food truck vendors, non-restaurant business 
owners, and the public have turned to community and economic development paradigms, 
arguing that food trucks bring an added value to city streets, and facilitate small business 
development.  On the opposition, owners of brick and mortar restaurants have petitioned cities, 
both formally and informally to adopt stricter regulations on the food truck industry, arguing that 
                                                          
5
 These issues were expressed by multiple food truck owners in one-on-one interviews conducted in January and 
February of 2011.  
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they have an unfair competitive advantage over sit-down establishments.  At the core of the 
debate is the belief that because food trucks pay less in taxes and fees, and have looser 
regulations governing the health and safety of their food preparation, that they can undercut 
restaurant sales by providing similar products at lower costs.  Whether or not food trucks are 
taking a piece of restaurant owner‟s pie, or adding to it, is one of the many questions that remain 
unanswered.   
 As questions such as these linger on, the food truck industry is starting to get regulatory 
attention from all corners of the Triangle.  As calls for regulatory action continue to pile up, 
aspiring and successful truck owners are making petitions of their own.  In Durham, vendors are 
asking for the right to operate on public streets outside of the downtown tier.
6
  In Raleigh, and 
Chapel Hill, where the debate is far more heated and public, vendors want the right to operate in 
central business districts, even if only on private property (Weigl, 2011) (Ferral, 2011). 
Disagreements over the interpretation of existing city ordinances and inconsistent enforcement 
are making matters worse, and have lead to a consensus that food trucks are treading in areas of 
the law that can best be described as shades of grey.   
Despite the growing concern over the future of food trucks throughout the triangle, city 
officials are coming down largely ambivalent on the issue.  Because restaurants have played such 
a significant role in the revitalization, and continued vitality of downtown streets in all three 
counties, officials do not want to upset restaurant owners by openly encouraging food truck 
operations.   On the other hand, the city does not want to give all their allegiance to existing 
businesses, fearing that they will miss out on extensive opportunities to partner with food trucks 
to further improve their city.   
                                                          
6
 Interview with Durham City Council member in February 2011 
 26 
 
 This debate will be further dissected throughout the next two chapters, where findings 
from interviews, an online survey, and transcripts from both public hearings and online forums 
are summarized and discussed.    
 27 
 
Chapter 4: Survey Findings  
METHODS 
  
To answer research questions related to the emergence and impacts of the food truck 
industry in the Research Triangle region, a mixed-methods approach was employed.  In addition 
to the food truck census, which was described in Chapter 3, both qualitative and quantitative data 
collection techniques were utilized to further examine the food truck industry.  To gauge public 
opinion on the emergence and popularity of food trucks, an online survey was disseminated to 
residents of Raleigh, Durham, Chapel Hill and Carrboro.  To supplement these data and to 
disentangle conflicting stakeholder opinions, a series of one-on-one interviews was also 
conducted and is discussed in the subsequent chapter.  Following is a summary of the findings 
from this research, and a more detailed description of the aforementioned survey instrument.   
  
RESULTS 
 
 To gauge public demand and measure the perceived impacts of the food truck industry, a 
ten question survey was launched using the online platform Survey Monkey (Appendix C).  This 
survey was open for fourteen days, and was intended to capture residents of Raleigh, Durham, 
Chapel Hill and Carrboro.   Open invitations (Appendix D) were sent out using local blogs (Bull 
City Rising and New Raleigh), student listservs at UNC Chapel Hill, NC State and Duke, and 
neighborhood mailing lists in Durham, Raleigh and Chapel Hill.  Beyond this, the survey was 
presumably forwarded to the friends and associates of those individuals who received first-round 
invitations.  Although efforts were made to recruit a representative sample, the use of personal 
networks and online dissemination techniques pose potential selection biases.  Specifically, this 
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recruitment strategy resulted in an oversampling of educated, white individuals, and an under 
sampling of low-income minority populations.   
 After the survey had closed, it had received 457 hits.  Although the original sampling 
frame was individuals aged eighteen and older living in Durham, Raleigh, Chapel Hill and 
Carrboro, the use of an online platform, and placement of invitations in blogs and student 
listservs caused an oversampling of educated white individuals within the age range of twenty-
five to thirty-five.  Table 1 presents the demographic breakdown of the survey sample against 
Durham, Raleigh, Chapel Hill and Carrboro, and illustrates this bias.  Though not reflective of 
the public at large, the final survey sample succeeded in capturing the primary consumer market 
for food trucks.  Public intercept and one-on-one interviews were used to supplement these data 
to capture a more comprehensive set of stakeholder perspectives.    
Table 1: Sample Demographics by Reference Region 
  Survey 
Sample 
Chapel Hill Carrboro Durham Raleigh 
Population n=457  52,241  17,850  217,254  376,849   
Age (Median) n=429   24   28.9   32   31.9   
   Less than 18 0 0% 8,895  17% 4,502  25% 50,888  23% 86,478  23% 
   18-24 77 18% 19,278 37% 2,895  16% 25,879  12% 48,669  13% 
   25-34 183 43% 5,233  10% 3,421  19% 43,501  20% 74,338  20% 
   35-44 98 23% 4,887 10% 2,548  14% 32,405  15% 59,621  16% 
   45+ 71 17% 13,948  27% 4,484  25% 64,581  30% 107,743  29% 
Race/Ethnicity n=426                   
   White 380 89% 39,664  76% 12,646  71% 97119 45% 228,686  61% 
   African American 12 3% 5,547 11% 2,197  12% 86198 40% 106,660  28% 
   Asian 6 1% 4,931  9% 1,631  9% 10101 5% 15,378  4% 
   Other 19 4% 2,099 4% 1,376  8% 23,836 11% 26,125  7% 
   Hispanic 9 2% 2,083  4% 1,552  9% 25734 12% 36,130  10% 
Educational Attainment n=428                   
   Less than H.S. 0 0% 1,153  5% 960  9% 20135 14% 23,654  10% 
   H.S. or GED Equivalent 10 2% 1,898 8% 987  9% 24965 18% 42,463  18% 
   Some College 21 5% 2,875  12% 1,729  17% 31342 22% 60,827  25% 
   BA 144 34% 6,947 29% 3,042  29% 35775 26% 75,910  31% 
   Graduate/Professional 253 59% 11,195  47% 3,735  36% 28270 20% 38,848  16% 
Source: U.S. Census Bureau, American Population Survey 2005-2009 Estimates 
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 Of the 457 respondents, 432 provided city of residence.  Of these, almost half (208) 
hailed from the city of Durham.  As shown in Figure 1, the remaining respondents were from 
Raleigh, Chapel Hill, Carrboro, and to a smaller extent, regions outside the triangle.  This 
distribution, though not proportional to the population breakdown within the region, is congruent 
with the number of food trucks in each city.   
 
Figure 1: Number of survey respondents (blue bars) and proportion of RTP food trucks (green line) by city 
 
  
 When asked what their overall perception of food trucks was, the majority of respondents 
replied either positive (38.6%) or very positive (47.7%).  As shown in Figure 2, however, 
residents of Raleigh and Chapel Hill had more neutral and negative responses than residents of 
Durham and Carrboro. 
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Figure 2: Overall perception of food trucks by city  
 
Results from a chi-squared test of independence confirm this relationship, further suggesting that 
overall perception of foods trucks is dependent on city of residence.   
Table 2: Results from a Chi-Squared Test of Independence between overall perception of food trucks and city. 
  
Perception 
Total Neutral Negative Positive 
City 
Carrboro and Durham* Count 15 4 248 267 
% 5.6% 1.5% 92.9% 100% 
Raleigh and Chapel Hill* Count 28 4 104 136 
% 20.6% 2.9% 76.5% 100% 
Total Count 43 8 352 403 
% 10.7% 2.0% 87.3% 100% 
*Carrboro and Durham, and Raleigh and Chapel Hill were combined based on similar response 
distributions to the question, What is your overall perception of food trucks? 
**Pearson Chi Square value is 22.649 with 2 degree of freedom and  a significance value of .000 
 
 
  
 To further measure perception of food trucks, a four-point likert scale was used to capture 
individual‟s opinions on specific dimensions of the industry.  Values were summed for a series 
of four-questions, resulting in a possible score of zero to twelve, with twelve being the most 
favorable and zero, the least (Appendix E).  Independent Sample T-Tests were used to compare 
the mean scores of this metric across age groups and city of residence.  The first test revealed 
there is a significant difference between people's perception of food trucks and age.  People 34 
0% 20% 40% 60% 80% 100%
Chapel Hill (n=49)
Carrboro (n=59)
Durham (n=208)
Raleigh (n=87)
Total (n=403)
Very Positive
Positive
Neutral
Negative
Very Negative
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years old and younger had significantly higher scores than those 35 years and older.   With 90% 
confidence, the mean difference between these group's scores falls between .121 and .947.   
Table 3: Results from an Independent Samples T-Test comparing mean scores across binary age group 
  
Age N Mean SD 
Std. 
Error 
Mean 
Age Groups 
< 34 239 9.28 1.96 .13 
35+ 150 8.75 2.64 .22 
*T-Statistic = 2.134 with a significance value of .034 
 
Similarly, the same test revealed that there is also a significant difference between people's 
perception of food trucks and city of residence.  To help tease out differences between 
respondents living in Durham and Chapel Hill specifically, this test excluded residents of 
Carrboro and Raleigh.  Results indicate that people living in Durham had significantly higher 
scores than those living in Chapel Hill.   With 90% confidence, the mean difference between 
these group's scores falls between 1.8 and .68.    
Table 4: Results from an Independent Samples T-Test comparing mean scores between Durham and Chapel Hill 
  City N Mean SD 
Std. 
Error 
Mean 
City 
Chapel Hill 46 8.28 2.05 .30 
Durham 185 9.52 2.06 .15 
*T-Statistic = 3.663 with a significance value of .000 
 A second set of questions measured how many people actually eat at food trucks, how 
frequently, why or why not, and modes of transportation.   Of the 457 respondents who answered 
this set of questions, 361 (79%) indicated that they had eaten at food trucks.  Across the sample, 
Durham, which has more food trucks than any neighboring city, had the highest percentage of 
respondents who replied yes (89%), and Raleigh the lowest.  In breaking this down farther, data 
suggest an approximate inverse relationship between age and eating at food trucks (Figure 3).   
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Figure 3: Age distribution of people who do and don‟t eat at food trucks  
 
Results from a chi-squared test of independence confirm this relationship, illustrating further that 
that there is a relationship between eating at food trucks and age. 
Table 5: Results from a Chi-Squared Test of Independence for eating at food trucks and age. 
  
Eat at Food Trucks? 
Total No  Yes 
Age 
18-25 
Count 19 58 77 
% 24.7% 75.3% 100% 
26-34 
Count 24 159 183 
% 13.1% 86.9% 100% 
35-44 
Count 19 79 98 
% 19.4% 80.6% 100% 
45+ 
Count 24 47 71 
% 33.8% 66.2% 100% 
Total 
Count 86 343 429 
% 20.0% 80.0% 100% 
*Pearson Chi Square value is 14.925 with 3 degree of freedom and a significance value of .003 
 Of the 361 respondents who do eat at food trucks, 86% do so less than once a week and 
almost half (45%) travel by foot.  When asked why, the most commonly indicated reasons for 
visiting food trucks were menu options (77%) and convenience (69%).  The two independent 
quotes below, illustrate this rationale. 
Food trucks typically fill in gaps in the city where restaurants do not exist, and provide 
food at times that restaurants do not. They complement brick-and-mortar restaurants to 
provide a flexible, adaptive dining culture with more options as a whole. 
 
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
18-25 (n=77)
26-34 (n=183)
35-44 (n=98)
45+ (n=71)
Yes
No
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I typically only eat at food trucks that are offering special or different foods that aren't 
available at most restaurants; it's more food for novelty reasons as opposed to serving as a 
meal. The only exception to this might be if it's late at night when convenience is more of 
an issue. 
 
Although affordability and location were also selected by more than half of the 361 respondents, 
the free response survey answers reveal some of the less obvious motives for visiting food 
trucks.  123 separate responders selected “other”, and of those, roughly a quarter explained that a 
major reason for eating at food trucks was to support local small business.  The following quotes 
capture the sentiment of many of these responses: 
 
You missed a big one in the check boxes. Support small local business. It's convenient 
like fast food but trucks are usually locally owned and money goes to owners and back 
into the local economy instead of corporate giants like McDonalds. 
 
I like to support newly emerging ventures that are testing the waters and making great 
affordable food. It is a win-win: businesses can get established as trucks, grow, and some 
even establish brick and mortar restaurants. They provide great local street culture and 
gathering places, and help promote a vibrant local economy. Local fast food! 
 
 
Other respondents pointed to the novelty and excitement of trying something new as their 
primary reason for eating at food trucks.   
 The remaining 96 respondents—21 percent of the original survey sample—indicated that 
they do not eat at food trucks.  When asked why, the most selected response was that they did 
not know where the trucks were located.  As shown in Figure 3, no other response was selected 
as frequently.  Free response data revealed that lack of healthy food options, and price were also 
reasons for not purchasing food from food trucks.   
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 The last section of the survey was intended to measure the perceived impacts of food 
trucks on communities, and underlying concerns about the growth of this industry.  Overall, 
more than 75 percent of respondents (n=427) agreed that food trucks made streets feel more 
inviting and safe, that a parked truck was a better use of space than a surface parking lot, and that 
food trucks enhance the diversity of food options in and around town.  For a detailed summary of 
these data, see appendix F.  Respondents were also asked whether specific food truck 
characteristics helped or harmed their city‟s image.  As indicated in appendix G, responses 
trended overwhelmingly positive, with almost 90% of respondents answering in the affirmative.   
  To help guide policy making decisions, survey respondents were also asked about their 
biggest concerns related to eating at food trucks.  As the table below illustrates, issues of health, 
safety and sanitation are top on this list with just over half of respondents (51% of 417) selecting 
either safer food handling or better handling of trash.  Outside of this, more operating hours was 
the next most common response.  Because this response can be interpreted both positively and 
negatively, a cross-tabulation with overall perception of food trucks was used to recode 
responses accordingly.  As it turns out, all 106 respondents who selected this option also 
Figure 4: Reasons for not eating at food trucks 
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indicated a very positive perception of food trucks.  Based on this analysis, one can infer that for 
many, the biggest concern with food trucks is that they have too few operating hours.   
Table 6: Results from survey question: Which of these issues are you most concerned with?  
Concerns Response Percent Response Count 
Safer food handling 32% 133 
More operating hours 25% 106 
Better handling of trash 19% 80 
More appealing exterior 7% 29 
Provide seating 6% 23 
Foods trucks providing unfair competition to restaurants 5% 21 
Requiring food trucks to park in one centralized location 3% 12 
Reduce noise 3% 11 
Reduce odor 1% 2 
Total 100% 417 
 
 The final two survey questions tried to disentangle, a) whether or not food trucks are 
actually producing new business, and b) whether or not people want more of them in their 
communities.  The first of these questions was a late addition to the survey, and only captured 
181 of the 457 total responses.  Of this smaller sample, when asked whether or not they visit sit-
down restaurants more or less frequently since the arrival of food trucks, 93% of respondents 
indicated that they visited restaurants the same.  To filter out those individuals for whom this 
issue is a moot point, this question was only asked of respondents who had previously indicated 
that they do in fact eat at food trucks.  Using a chi-squared test of independence, this variable 
was found to be independent of city of residence (Appendix H).   
 To gauge further, whether or not residents of Durham, Wake and Orange counties want 
more food trucks in their respective cities, respondents were also asked to what extent they agree 
or disagree with the following statement: I want my city to have more food trucks.  53% of 
respondents strongly agreed, and another 37% agreed.  Using a chi-squared test of independence, 
responses of this question were found to be related to city of residence in so much that residents 
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of Durham and Carrboro responded more so in the affirmative than residents of Raleigh and 
Chapel Hill.  
Table 7: Results from a Chi-Squared Test of Independence for food truck desirability and city. 
  
City 
Total Carrboro Chapel Hill Durham Raleigh 
I want more food trucks in my city.  
Disagree 
2 8 13 12 35 
3.4% 16.7% 6.5% 13.6% 8.9% 
Agree 
57 40 186 76 359 
96.6% 83.3% 93.5% 86.4% 91.1% 
Total 
59 48 199 88 394 
100.0% 100.0% 100.0% 100.0% 100.0% 
*Pearson Chi Square value is 9.607 with 3 degree of freedom and a significance value of .022 
 
 Results from this survey indicate that the public sampled here is overwhelming in support 
of the food truck industry.  Although residents from Raleigh and Chapel Hill tend to have less 
positive perceptions compared to folks living in Durham and Carrboro, by and large, survey 
findings confirm that public opinion of food trucks trends very positive.  Survey findings were 
also helpful in indentifying the perceived community development impacts of the food truck 
industry specifically as they relate to street activation, city-branding, and enhancing public 
safety.   
 More interesting, and perhaps relevant to the current debate surrounding the growth of 
food trucks in Durham, Wake and Orange counties is the suggestion that food truck sales are not 
actually taking business away from sit-down restaurants, but encouraging new sales all together.    
Combined, these findings illustrate the degree to which public demand is driving recent growth 
in the food truck industry.  Considered in the local context, this demand is undoubtedly exerting 
tremendous influence on how local governments are choosing to respond.   
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 Although useful in teasing out the consumer stake in the food truck debate, this survey 
was limited in its ability to capture and describe the opinions of other key stakeholders.  As such, 
a series of one-on-one interviews was also conducted to collect more detailed insight into the 
food truck industry, and its intersections with local regulations.  Of the food truck owners and 
policy makers interviewed, selection was based on involvement in the local food truck 
movement, affiliations to local planning departments, and willingness to be interviewed.  To add 
variety to the survey sample, public intercept interviewees were selected based on age, race and 
to the extent possible educational attainment.  Overall, eight food truck owners, ten public 
intercepts, and four policy makers were interviewed, one public hearing was attended, and the 
transcripts from three online news forums were reviewed.  In chapter five, this pool of qualitative 
data will be used to frame a final discussion of the findings from this research, and will provide 
the basis for a thematic analysis of the debate surrounding the growth and implications of the 
food truck industry.      
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Chapter 5: Discussion 
 Over the past two years, the food truck industry has grown rapidly.  In so doing, truck 
owners have had to walk a fine line between keeping the peace and inciting a backlash of 
opposition.  Despite attempts to avoid this very scenario, food trucks in Raleigh, Durham and 
Chapel Hill—like so many across the country—have found themselves at a bottleneck.  Trying 
desperately to institute street food vending as a legitimate industry, truck owners have engaged 
in a debate to prove the significance of their trade.  To further explore this angle of the food truck 
industry, a series of one-on-one interviews were conducted with food truck owners, economic 
development planners, policy makers, and local business owners.    Following is a discussion of 
the themes that emerged from these interviews as they relate to the underlying debate 
surrounding the food truck industry.  
 
UNDERLYING MOTIVATIONS 
 
 Although the individual circumstances that lead folks to open a food truck differ, 
interviews revealed that the central story was largely the same.  Struck by the entrepreneurial 
spirit, but disillusioned by the high costs of launching successful small businesses, people turned 
to food trucks.  Finding inspiration and assurance from the field‟s pioneers, aspiring 
entrepreneurs in the RTP region saw an opportunity in food trucks that was otherwise 
unavailable to them.  A Raleigh based truck owner explained, “My best friend and I have always 
talked about opening a restaurant in town, but until now, it never seemed like a real possibility.” 
 Mike Stenke, owner of Klausie‟s Pizza, a Raleigh-based food truck that tours Wake, 
Durham and Orange counties serving Detroit style pizza has a similar story.  As the economy 
took its downturn, Stenke, who previously worked in IT, found himself unemployed and 
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searching for a new career.  Along with his wife and son, he decided to recreate the pizza of his 
youth, and in a matter of months, Klausie‟s Pizza truck was born.  Other truck owners, including 
Lucas Kinnin of Local Motive, and Michael from the Indian Red Bus share in Mike‟s sentiment, 
explaining that food trucks provided an accessible entry point into business ownership, while 
minimizing financial risk.    
 Another theme that emerged from interviews with truck owners was the idea that there 
was a clear market gap with respect to late night dining options around downtown Durham.  
Many truck owners indicated that the late-night hours presented an untapped market for food 
retail.  This theme was confirmed by survey findings, which identified convenience, specifically 
as it relates to late-night food options, as a critical reason why people purchase food from local 
food trucks.  One Durham resident explained,  
 
Downtown, the food trucks are often serving in hours and locations that are traditionally 
underserved with food. We get burgers or locopops at the Farmer's Market before Rue Cler opens 
for brunch or sausage at Fullsteam after Kings is closed or bar/restaurant kitchens have closed for 
the night. 
 
 Leading up to this research, there was heavy speculation that the emerging food truck 
industry was dominated by formally trained chefs.  Myriad news stories told the tale of out of 
work chefs turning to food trucks as their springboard to restaurant ownership (Lappin, 2011).  
Although this may be the case for a handful of trucks in the local market, interviews and census 
findings suggest that culinary training alone is not a critical factor in distinguishing new 
generation food trucks from their predecessors.  Amidst the formally trained chefs that operate 
Daisy Cakes, Ko Kyu, and Blue Sky Dining are untrained chefs with little prior experience 
working in the food service industry.   
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 In so much as these data are generalizable, motivating factors for food truck ownership 
include low barriers to entry, favorable market demand and as one policy maker explained, a 
growing amateur chef culture promulgated by Food Network and Bravo‟s Top Chef.  As a result, 
people from all walks of life, with varying levels of training and expertise have turned to the 
food truck industry as their entry-point into business ownership.   
 
POPULAR DEMAND 
 
 As survey results confirm, the demand for food trucks in Durham, Wake and Orange 
counties is strong.  This point was reiterated by economic development planners and local policy 
makers in explaining their perceptions of the emergence and growth of new-wave food trucks in 
their communities.  When asked what role they thought local policy could play in regulating this 
industry, local policy makers emphasized the challenges cities might face if they were to take 
action against something that has such strong public support.  In elaborating on this idea—that 
the public is by and large pro food truck—there was consensus that the industry had done 
tremendously well in marketing food trucks to college students and educated young 
professionals.  This trend, which was confirmed in survey findings, has far reaching implications 
in terms of crafting appropriate policy strategies. 
 Because Durham and Raleigh, in particular, are trying to market themselves as hip urban 
environments, policy makers and economic development planners called attention to how 
banning food trucks could adversely impact attempts to brand the city.  Attracting and retaining 
members of the creative class has and continues to be a primary marketing strategy for both 
 41 
 
cities, and whether local governments like food trucks or not, these folks do.
7
   Although the food 
truck movement in Raleigh or Durham has not matched the scope or scale that is present in 
larger, more metropolitan cities, many interview respondents commented on how street food 
enhances the overall street culture of these communities.  One Durham resident explained,  
I like the buzz that food trucks bring to downtown streets.  Whether it‟s at night when I‟m walking 
from one bar to another, or on weekends when I‟m out with my dog, the presence of food trucks 
enhances the street cultures, and makes me want to be out more.  It‟s one of the reasons I love 
Durham.   
 
Elaborating on the issue of food trucks being affiliated with the creative class, one 
prominent local blogger went so far to say, 
The creative class is overwhelmingly young, hip, and educated.  This is exactly the market that 
food trucks serve, and it is no wonder that we're seeing food trucks prosper in Durham, which has 
arguably become North Carolina's capital of the creative class. 
 
 Another theme that emerged in speaking with policy makers was the idea that food trucks 
enhance not only city sponsored events such as public festivals or parades, but also helps to 
boost non-food serving businesses.  For example, the up and coming night-life district in 
Downtown Durham that is located north of Corporation Street at the corner of Geer and 
Rigsbee
8
, is known to use food trucks to attract pedestrian traffic to nearby bars. Owners of 
Motorco, Steel Blue, and Fullsteam Brewery have developed healthy partnerships with the 
owners of local food trucks, and have implied that without the food trucks, there are no food 
options available to late night bar goers in this district.  The presence of one or two food trucks 
on Friday and Saturday nights prevents bar patrons from having to leave this district to obtain 
food, and therefore creates a pseudo pedestrian mall between adjoining businesses, and food 
                                                          
7
 The Creative Class s a socioeconomic class that economist and social scientist Richard Florida identifies as a key 
driving force for economic development of post-industrial cities in the United States.  In addition to describing the 
Creative Class in terms of occupation, Florida also points to a very specific set of lifestyle factors.  Amidst this 
lifestyle description is an emphasis on street-level culture. 
 
8
 This intersection is known by locals as NoCo or the DIY District. 
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trucks.  Like the tenants of this late night entertainment district, Big Boss Brewery, Duke 
University, Johnny‟s of Carrboro and a handful of other local businesses have made similar 
arrangements with local food trucks.  Partnerships such as these illustrate how the food truck 
industry has leveraged itself to not only serve the public at large, but also local business owners.   
 A final issue that was raised about public demand was the issue that food trucks are not 
for everyone.  Rooted in this discussion was the question of whether lower-income, less-
educated minority populations, and more conservative older generations were anti food truck, or 
just apathetic to the trend.  Based partly on survey results
9
 and on the observation of interviewees 
that Latino populations have long consumed the goods of food trucks
10
, it appears that non-
participants in the food truck movement is less out of protest, and more so out of apathy and for 
reasons related to access and availability.  Observations such as these highlight potential market 
gaps, and the opportunity for the food truck industry to expand even further.   
 Although economic development planners and policy makers recognized that the food 
truck industry was not without its faults, they consistently emphasized that until the public 
changed its mind about food trucks, it would be difficult for cities to do so as well.  Although 
simplistic, this perspective emphasizes the importance of public demand in driving the success 
and continued support of the food truck industry.   
 
 
 
                                                          
9
 Of the 91 respondents who indicated that they do not eat at food trucks, the justifications for not doing so were not 
negative.  Rather, issues of convenience and accessibility were top on the list.   
 
10
 In Durham, taco trucks have long anchored Latino night clubs on Hillsborough Street.  Although these trucks 
don‟t use social media, nor do they cater directly to the primary market for new-wave trucks, their existence 
suggests a secondary market.  As of December 2010, a minimum of three trucks could be found within a three-block 
radius of one another on weekend nights off Hillsborough St. a few miles outside of downtown.   
 43 
 
OPPOSITION 
  
 Despite public support, owners of brick-and-mortar restaurants, apprehensive residents, 
and some policy makers have raised concerns over the rapid growth of the food truck industry in 
local communities.  Concerned that food trucks will take business away from those restaurants 
that have come to anchor downtown entertainment districts, a handful of restaurateurs in 
Raleigh, Durham and Chapel Hill have begun filing complaints with city officials to enforce 
stricter regulations in regards to where food trucks should be permitted to operate.  Restaurateurs 
have also expressed concern that inconsistent enforcement of food safety regulations, lenient 
parking restrictions, and fewer taxes and fees combine to provide an unfair competitive 
advantage to food trucks.  To illustrate these points, Alex Amra, owner of Tobacco Road Sports 
Café
11
 said that the idea of having trucks parked outside his Glenwood Avenue sports bar makes 
him uneasy.  Elaborating on this point, he explained, "I can't put my restaurant in drive and go 
somewhere else, and there's nothing to stop a pizza truck from parking outside a pizza restaurant 
and offering competition with lower costs” (Weigl, 2011).  Similarly, one Durham restaurateur 
explained: 
In a town like Durham where almost all the downtown restaurants are owned and operated by 
local residents employing local residents, it seems to me there should be some restrictions to food 
trucks. If a restaurant and a food truck served exactly the same food, same ingredients same 
quality there is no way a restaurant could match the same price as that truck. So to have a truck 
potentially be parked next door to any given restaurant, serving potentially the same food just 
doesn't seem right. 
 
Sentiments such as these, though not shared by all restaurant owners, have placed increasing 
pressure on local governments to adapt regulations to „even the playing field‟ between food 
trucks and traditional sit-down restaurants.   
                                                          
11
 Tobacco Road Sports Café has locations in both Raleigh and Durham.  
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 Because food truck restrictions vary between Raleigh, Durham and Chapel Hill, the 
intensity of this debate has also varied.  In Raleigh and Chapel Hill, where food truck owners are 
actively petitioning the city to loosen their restrictions, restaurant owners have been more vocal 
about their concerns.  In Durham, where food truck regulations are already fairly amenable, 
restaurant owners have not yet taken as public a stance against the industry.  Although certain 
parking spots, mainly around CCB plaza, have raised some flags, conflicts between food trucks 
and restaurant owners has been fairly mute.  This regional difference has pushed more food 
trucks to Durham and away from Wake and Orange counties.     
 Although press coverage of this debate has been well documented, survey findings 
suggest that very few individuals take the side of restaurant owners.  In fact, only 21 of 417 
respondents (5%) selected unfair competition between restaurants and food trucks as being their 
biggest concern with the food truck industry.  Suggesting further that restaurant owner‟s claims 
may be ungrounded is the survey finding that since the arrival of food trucks in their 
communities, 93% of respondents visit restaurants the same.  This provides evidence contrary to 
the claims of restaurant owners that food trucks are stealing their business.  If food trucks are not 
actually pulling significant sales away from brick and mortar restaurants, as this finding would 
suggest, the industry‟s value to local economies may be larger than originally anticipated.   
 As the debate between restaurant owners and food trucks wages on, additional concerns 
that the industry is not adequately regulated in terms of health, safety and sanitation have 
surfaced.  Although there have been no public reports of food truck poisoning in the RTP region 
as of yet, policy makers contend that if this changes, food truck popularity is likely to take the 
hit.  When asked how they feel about this concern, most truck owners explained that they treat 
health and sanitation very seriously.  The owner of one truck explained that if the public 
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understood the inspection and regulatory system better, that they‟d probably have less to worry 
about.   Because health inspections are already rigorous, this food truck vendor was certain that 
concerns over health and safety are largely due to misinformation.   
 Though not to the extent of those issues listed above, environmental concerns relating to 
litter and handling of trash have also been noted.  Some policy makers have explained that to 
offset the externalities related to trash, congestion, sidewalk damage and increased pollution, a 
better system of accountability may be necessary if the industry continues to grow.   
 As cities amend and adopt regulations for the food truck industry, due consideration will 
have to be paid to restaurant opposition, health concerns and environmental impacts.  Although 
these issues pose challenges to policy makers, they also present an opportunity to think outside 
of the box when crafting new ordinances to manage the food truck industry.   
 
INDUSTRY SIGNIFICANCE 
 
 The food truck industry impacts a city in a number of ways.  Although some of these 
impacts may be construed as negative, others are believed to be positive, and are illustrative of 
the role food trucks might play in facilitating community and economic development.  As 
Raleigh, Durham and Chapel Hill move forward with public hearings, and continue to reevaluate 
what place food trucks should have in their communities, a questioning of industry significance 
remains at the forefront of this discussion.  In conversations with food truck owners, policy 
makers, local business owners, and residents of these communities, several themes emerged that 
speak to this query.  To better understand the relevance of these topics, following is a thematic 
discussion of the potential significance of the food truck industry. 
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 Just as Research Triangle Park has played a role in branding Durham as being a hub for 
biomedical technology, the food truck industry too contributes to the image of a city.  For 
Durham and Raleigh, who are both in some form or another trying to market themselves as hip, 
urban environments, food trucks are undoubtedly one way of doing that.  Beyond being “cool”, 
survey findings suggest that food trucks also add to the diversity of food options within a city.  
Furthermore, policy makers in Durham explained that food trucks bolster their credibility as a 
culinary destination, and give out-of-towners one more reason to visit and spend their money.  
Similarly, many interviewees explained that for them, the food truck industry personifies the 
entrepreneurial spirit.  As Durham‟s reputation as a hub for entrepreneurship continues to grow, 
the food truck industry helps to illustrate one dimension of how this is true.  Take for example 
the following quote, which was pulled from a comment thread on Bull City Rising: 
I for one think this passionate debate typifies my love for Durham. Not only do we have a rich 
bevy of creative entrepreneurs throwing business ideas at us left and right, we have citizens and 
neighbors with strong opinions that they express freely! Food trucks make Durham unique, why 
stomp on that (Bull City Rising, 2011)? 
 
 In terms of fostering the entrepreneurial spirit, interviews revealed that food trucks are 
commonly referred to as “restaurant incubators”.  Take for example Durham‟s Only Burger 
truck, which raised enough capital, and developed so loyal a following that they were able to 
launch a successful brick and mortar restaurant within one and half years of starting the truck.  
Similarly, Daisy Cakes recently announced that they too are in the process of opening a 
storefront in downtown Durham.  Pathways such as this are not uncommon, and illustrate how 
food trucks can help facilitate business development.  Truck owners agreed that food truck are a 
great first step, and aid tremendously in building brand recognition, and providing a platform for 
further business expansion.  Konrad Catolos, co-owner of Daisy Cakes explained, 
 
 47 
 
At first, it was the product of invention. We had a business plan that would not support the kind of 
investment that we needed to build out a space. That was three years ago. Tanya found a trailer on 
Craig's List and that's where it all began. Or goal has always been to open a storefront, but we 
thought that this would be our way to build a client base and grow the business slowly. 
 
Much like more traditional models for business incubators, food trucks are accelerating the 
successful development of new business.  In a similar vein, interviews also revealed that food 
trucks provide an outlet for restaurant expansion.  Crooks Corner, an upscale restaurant located 
in Chapel Hill has already expressed interest in launching a food truck, however, has put plans 
on hold until Chapel Hill has a chance to change its regulations.  Blue Sky Dining, which is a 
catering company in Durham, launched a food truck to sell pre-packaged family meals for “the 
family on the go”.   By doing so, the catering company was able to build brand recognition and 
cater to a niche market that may not have time to cook healthy three course meals on a regular 
basis.  By viewing the food truck industry in the context of business development, a whole series 
of potential roles becomes apparent.  
 In addition to spurring restaurant development and expansion, the food truck industry has 
also created the need for specialty inputs.  Interviews with food truck owners have revealed that 
since growing in popularity, it is becoming more difficult to locate commissary space, to source 
local ingredients, and find equipment and service providers for the upfit and maintenance of the 
truck.  As a result, it was recently announced that a new business in Durham, The Cookery, is 
opening this spring to alleviate some of these problems.  In addition to providing parking, 
commercial kitchen space available for use 24/7, the Cookery will also offer terminals for 
cleaning and storage, and provide business and technical assistance related to design, marketing 
and finance (Bull City Rising, 2011).  As the food truck industry continues to grow, demand for 
easily accessible, local inputs will increase, thereby creating new markets all together.   
 48 
 
 Another benefit the food truck industry offers its host cities is its capacity to activate 
underutilized, and transitioning spaces by encouraging pedestrian traffic and drastically 
increasing the number of eyes on the street.  Echoing the survey finding that food trucks can 
make streets more inviting and safe, interviewees offered multiple accounts of how food trucks 
contributed to revitalization efforts to invigorate distressed parts of town.  The most obvious 
example, which was explained previously, is the DIY
12
 district of Durham.  Combined with the 
recent investment in bars, breweries, and music venues, a continued food truck presence in this 
part of town has helped change public opinion that this area is blighted.  Similarly, when parked 
on Durham‟s Main Street during late night hours, food trucks attract crowds of pedestrians 
gathered on an otherwise quiet downtown street thereby breathing life into the urban 
environment.  Food trucks, local business owners and policy makers agree that though not acting 
alone, the food truck presence has aided in revitalization efforts in certain parts of town.   
 A final theme that emerged from interviews is the idea that food trucks offer local 
activists unique opportunities for addressing major social issues.  In addition to promoting the 
buy-local movement through the regional sourcing of ingredients, some food trucks have gone so 
far as to make the truck a primary vehicle for resolving social problems.  For instance, The Little 
Red Wagon, which is a project that culminated out of a school project at the UNC Gillings 
School of Global Public Health, is slated to become a mobile market that brings fresh produce at 
affordable prices to food deserts and other communities throughout the RTP region (Soto, 2011).  
Another example of a food truck with a cause is Farmhand Food‟s Sausage Wagon, which 
connects North Carolina pasture-based livestock farmers with local food lovers, restaurants and 
                                                          
12
 Durham‟s DIY district references the clustering of businesses in this area that boost DIY business models such as 
Full Steam Brewery, The Scrap Exchange, Claymakers, Man Bites Dog Theater and the Durham Farmers Market.  
More generally, the nickname alludes to how this area was able to pull itself out of a blighted state by largely 
grassroots efforts, and private development.   
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retailers.  With the stated goal of building more sustainable food systems in North Carolina, the 
Sausage Wagon demonstrates again, how the food truck industry is leveraging itself toward the 
goals of social activism.  Similarly, Durham‟s Grilled Cheese Bus, which is slated for kickoff 
this April, will not only be run by Durham youth, but will also donate all profit to ongoing 
community projects.  As a non-profit youth job training and community organizing project, The 
Grilled Cheese bus will train and employ young people engaged in social justice organizing 
work, with a strong commitment to low-income youth of color.   Participants will learn 
entrepreneurial principles, earn a living wage, learn job skills and financial literacy, and play an 
active role in the marketing, menu, staffing, and other decisions regarding the bus. 
 Projects such as these are not limited to the RTP region, and can be found throughout the 
country.  Whether they are working to promote more sustainable food systems, trying to reduce 
the burden of obesity among minority youth, or training at-risk youth with job skills in the 
culinary arts and food and beverage industries, the food truck industry has prevailed as a viable 
and cost-effective business model for propelling ideas to action.   
  
The Future of Food Trucks 
 
 No one seems to know where the food truck industry will be in five years.  While some 
folks argue that the movement is clearly just the latest in a series of food fads, others stand by the 
trucks, insisting they are here to stay.  As survey respondents from Chapel Hill explain,  
 
They have to figure out a way of becoming part of landscape rather than an accessory that comes 
in and out.  Until then, they [the foods trucks] will always seem more temporary, and less real than 
brick and mortar restaurants.  
 
I only like two kinds of trucks—food trucks and fire trucks—and quite frankly I don‟t want to see 
either of them go anywhere anytime soon.   
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Although the exact future of the food truck industry is unknown, it is clear that local policy will 
have some say in the matter.  Before deciding one way or another, local governments will have 
to answer questions related to competition, institutional regulation, entrepreneurship, innovation, 
and the intersection of these issues with the birth of new industries.  In so doing, the food truck 
industry will find its place, or not.   
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Chapter 6: Policy Implications 
 As the food truck industry continues to grow in size and popularity, cities across the 
country are being forced to moderate debates surrounding the operation of food trucks.  To help 
guide policy making decisions, insights and findings from this research have been used to 
formulate a set of recommended strategies as they relate to overall industry regulation, and ways 
in which municipalities can provide outreach and support to the development of food truck 
businesses.  
INDUSTRY REGULATION 
  
 Survey and interview findings have consistently highlighted the need for local 
municipalities to adopt and enforce a clear regulatory framework that allows for healthy 
competition while protecting public safety.  To mitigate growing contentions around the food 
truck industry, cities should pay particular attention to issues related to parking, health and 
safety, business permitting, and the assessment of fees.  Following is a list of recommended 
strategies that could be used to address each of these issues.   
Parking 
Determining where, during what hours, and under what restrictions food trucks can park remains 
a critical issue within the industry.  To satisfy concerns about unfair competition, cities should 
answer the following questions when deciding how best to articulate parking ordinances.  
1. Should food trucks be permitted to park in public or private lots? 
2. Are proximity restrictions (related to brick and mortar restaurants) required to ensure 
fair competition? 
3. Should time restrictions be used to regulate when and for how long food trucks can 
operate within any given public space? 
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In answering these questions, cities should consider the impacts food trucks have on surrounding 
environments.   
 
Health and Safety 
Although most counties already require food trucks to undergo health inspections, inconsistency 
over regulation specifics abound.  To alleviate concerns over fair treatment, food trucks should 
be subject to the same health and safety procedures that brick and mortar restaurants abide by.  
Specifically, food trucks should be required to maintain a commissary kitchen space in a fully 
inspected commercial kitchen.  Additionally, food trucks themselves should undergo full health 
inspections and be awarded a number and letter grade.  Lastly, food trucks should be required to 
post their scores in plain sight at all times of operation.   
  
Business Permits  
To streamline the business permitting process, food trucks should be eligible for annual licenses 
subject to approval based on proof of commissary, health inspection, and tax registration, and a 
description of where and during what times the truck intends to operate.  Further considerations 
might include requiring food trucks to send letters of intent to nearby business owners, and 
requiring trucks to apply separately for special events permits on an as-needed basis.      
 
Externalities  
One concern that arose from this research is that the food truck industry does not financially 
contribute to a city in the same way brick and mortar restaurants do.  To offset the costs of 
increased trash collection, sidewalk maintenance and other externalities, cities should consider 
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charging an operations fee that could be paid in lieu of property taxation.  A fair assessment of 
added burden to city-provided services should be made, which could then form the basis for 
calculating this fee.  
 
OUTREACH & SUPPORT 
 If a city is interested in allowing food trucks to continue operations, they should also 
consider ways in which they can provide industry support.  Because food trucks are often 
depicted as being inferior to store-front business models, the following suggestions could go a 
long way in legitimizing the industry.   
 
Information Access  
Many food truck owners have complained that even when dealing with public officials directly, 
there remains a great deal of uncertainty in interpreting city regulations.  To alleviate this burden, 
cities should consider the creation of a single access point for retrieving relevant information.  To 
accomplish this, a contact person can be designated, or a website can be created.  In addition to 
providing generic information on how to navigate city regulations, cities should also consider 
compiling a list of available resources that could be helpful in successfully launching food truck 
ventures.  
 
Outreach to Public 
To assuage public concern that food trucks are unsafe and under-regulated, cities should consider 
disseminating a “Did you know” press release that details industry standards, and outlines the 
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ways residents can inquire further about how the food truck industry is meeting health and safety 
requirements.   
 
Fostering Entrepreneurship  
This research has demonstrated that the food truck business model can serve a number of 
functions including restaurant incubation, building brand recognition, and expanding existent 
local businesses.  To aid in these pursuits, it‟s important that cities treat food truck owners the 
same as they would more traditional small business owners.  The easiest way cities might 
accomplish this goal is by making sure that food truck owners are eligible for the same 
programs, grants, and small business loans that brick and mortar establishments benefit from. 
 
Street Activation 
To maximize the community benefits of the food truck industry, cities might also consider using 
local food trucks to activate underutilized spaces around downtown districts.  Efforts such as 
these can generate revenue for the city, and have positive impacts on revitalization efforts.  
Specific recommendations include allowing trucks to rent city-owned lots after hours, and 
inviting them to operate during street-sponsored events such as parades, festivals and outdoor 
concerts.   
  
Recognize Efforts to “Do Good” in the Community   
To reward those trucks whose missions go beyond simply diversifying food options, local 
municipalities should consider the creation of Good Works certification program.  A handful of 
trucks in Raleigh, Durham and Orange counties are already working to address issues of 
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childhood obesity, food desserts, job training for disadvantaged populations and supporting local 
food systems.  To further incentivize business ventures that prioritize social and environmental 
justice, a certificate of Good Works can be issued.  Embedded within this certification can be 
priority invitations to city-sponsored events, access to a business development mentor, and 
eligibility for special grant funds to expand businesses.  Any number of low and no cost perks 
can be selected as the benefits from this certification, and provide an important opportunity for 
local governments to recognize efforts to “do good” in the community.   
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Chapter 7: Conclusion 
 
 As Jane Jacobs has postulated, new work is often the derivative of older work.  From the 
adoption of animal husbandry to the development and manufacturing of the modern bra, the 
tendency for one kind of work to naturally lead to another can be widely observed across time 
and industry.  Through this process of innovation, new industries emerge, the economy expands, 
and a general trend toward diversification continues (Jacobs, 1969).  Although the food truck 
industry may not be as ground-breaking an advance as animal husbandry, it nonetheless is 
illustrative of the same underlying process of growth and development—of challenge being met 
by innovation. 
 Whether examining the food trucks of the past, which were run predominantly by 
immigrant families, or the food trucks of today, the same trend emerges.  To cope with factors 
like unemployment and small budgets, individuals turned to school buses, catering vans, and old 
postal trucks to help launch their business ventures.  It was here where the food truck industry 
was born.  Although the industry as a whole has come a long way since its early incarnations, its 
legitimacy is as questioned today as it has been in years past.  After all is said and done, 
however, food trucks have come to represent many things.  To vendors, the industry promises 
opportunity.  To the owners of brick and mortar restaurants, food trucks embody competition.  
To the public, food trucks are contemporary.  They epitomize convenience, diversity, and the 
entrepreneurial spirit.  Given this, it‟s no wonder that to cities, the food truck industry presents 
both challenges and opportunities.   
In moderating the ongoing debate around food trucks, it‟s important that planners remain 
mindful of the implications and potential community and economic impacts of the food truck 
industry.  Although many of the these impacts have not yet been measured, findings from this 
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research suggest that the food truck industry has not only leveraged itself as an incubator for 
launching successful locally-owned businesses, but has also created a niche market with a 
growing demand all its own.  As the demand for food trucks continues to grow, the need for 
specialty inputs will also increase, further highlighting the potential reach of this new industry.  
Adding to these impacts is the potential for food trucks to activate underutilized downtown 
spaces, enhance street culture, improve public safety, and aid in attempts to brand cities as 
pedestrian-friendly, vibrant urban environments.  When weighing the value of these impacts, as 
with the debut of any new industry, local governments will have to find balance between 
fostering industry maturation while at the same minimizing inter-industry contention.    
 As cities continue to moderate the debate surrounding the emergence and popularity of 
food trucks, it is my hope that this thesis can serve as an empirical base to help guide policy 
making decisions.  Although not exhaustive, this research provides a comprehensive examination 
of the food truck industry, an overview of its perceived and measurable impacts, and a 
description of the various stakeholder interests involved in this movement.  Using these data, 
local governments are encouraged to craft thoughtful regulatory frameworks that leverage the 
food truck industry as an agent for community and economic development.   
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Appendix A 
Community Economic Development Framework 
 
 
  
Community
Business
Resident
•Appearance
•Safety
•Public Space
•Community Events
•Investment in Public 
Amenities
•Sales Profitability
•Growth 
•Employment
•Educational Attainment
•Wage/Income
•Financial Security
•Community Satisfaction
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Appendix B 
Index of Food Truck Policies by Municipality  
 
City of Bethlehem, PA 
• Applicant must provide a criminal record check and child abuse check for himself 
 and any employee 
• Horns of operation are determined by the City 
• No sign is permitted except an identification of the vendor’s business name 
• City determines site locations 
• Permit cost is $250 for the first year and $400 each subsequent year 
 
St. Louis, MO 
• Permit locations are determined by the city 
• Must operate a minimum of ninety (90) days per year for a minimum of four (4) hours per day 
• Annual permit fee is $500. Permit is good for three years. City selects vendors every three years 
 
Portland. OR 
• Pushcarts must be at least 65 feet from any other pushcart vendor or business that 
• also sells consumable food 
• Vendors do not have designated spots – first vendor there has always been the 
• rule of thumb 
• No vending after 10pm 
 
Chicago, IL 
• Annual permit is $275 
 
Clearwater, FL 
• Annual permit is $250 
• No vending after 10pm 
 
Forest Hill, TX 
• Requires criminal background checks. No felonies in last ten (10) years 
• Novendingafterl0pm 
• Cart must be located on private property zoned business 
 
Lafayette City, LA 
• A separate application and permit shall be required for each physical location. 
• Application fee is $100. Annual permit is $125. 
• No vendor shall be assigned more than 50% of locations designated by the 
• Vendor Committee 
• No vending after midnight 
 
Salt Lake City. UT 
• Cart operation area limited to thirty-four (34) square feet 
• No vending after midnight 
 
Denver. CO 
• Permit fees vary dependent upon the proposed location 
 
Winston-Salem, NC 
• Permit fee is $75 plus $10 per ID badge in excess of two badges 
• Not allowed to remain in any one block more than three bows during any 24-hour period 
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Irvine, CA 
• Annual permit is $86 
 
Philadelphia, PA 
• Annual permit is $300 
 
Hickory. NC 
• Cost of permit is $100 per month 
• Must be located a minimum of 75 feet from the primary entrance of a restaurant 
• No vending after 9 pm 
 
Colorado Springs. CO 
• Annual permit is $115 
 
Riverside, CA 
• No pushcart can be located within one hundred fifty feet of a business selling food 
• for on-site consumption 
• No pushcart shall be located within 10 feet of display windows of fixed location 
• businesses 
• Each pushcart can only have one umbrella and one cooler 
 
Columbus, OH 
• Use a lottery system to select vendors 
• City determines available locations 
 
Carbondale, IL 
• Annual permit is $100 
• Pushcart must be on private property 
 
St. Petersburg, FL 
• Pushcarts must be located at least 100 feet from an existing indoor and/or outdoor 
• eating establishment 
• Vendors are limited to two (2) permits for each pushcart 
• Annual permit is $100 
• No vending after 1 am 
 
San Diego, CA 
• Annual permit is $178 
• No vending after midnight 
 
Portland. OR 
• Annual permit fees total $100 
• No food vendor application can be accepted where a restaurant or coffee shop is 
• located within 100 feet on the same block face 
• No vending after midnight 
 
Charlotte. NC 
• Application fee is $35 and annual permit is $150 
• City selects locations 
• City selects which vendors go where based on type of product and effect on 
• nearby businesses 
• Vendors are allowed to operate 24 hours a day 
• Limited to two (2) coolers 
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Appendix C 
Public Opinion Survey 
 
 
  
Page 1
Food Trucks (IRB # 11-0080)
 
1. 
Are you interested in the emergence and popularity of food trucks in the triangle 
area? If so, please consider filling out this brief online survey on the issue.  
 
Lindsay Moriarty, a graduate student at UNC Chapel Hill in the Department of City 
and Regional Planning, will be using this data in her master’s research paper (IRB # 
11-0080), which explores the roles food trucks might play in community and 
economic development, and the related policy implications.  
 
The survey will take no longer than 5 minutes to complete, and your responses will 
be completely anonymous.  
 
Participation in this research is completely voluntary, and you may skip any question 
that you do not want to answer. Additionally, you can withdraw at any time. 
 
Page 2
Food Trucks (IRB # 11-0080)
1. Do you purchase food from food trucks?  
 
2. 
 
Yes
 
nmlkj
No
 
nmlkj
Page 3
Food Trucks (IRB # 11-0080)
1. How often? 
2. Why do you eat at food trucks? Check all that apply. 
3. If other, please explain 
 
4. Since the arrival of food trucks in your city, do you visit sit-down restaurants more or 
less frequently? 
5. How do you usually travel to food trucks? 
 
3. 
5
6
 
Less than once per week
 
nmlkj
Once per week
 
nmlkj
2-3 times a week
 
nmlkj
4+ times a week
 
nmlkj
Affordability
 
gfedc
Menu options
 
gfedc
Location
 
gfedc
Convenience
 
gfedc
Less Frequently
 
nmlkj
The Same
 
nmlkj
More Frequently
 
nmlkj
Walk
 
nmlkj
Bike
 
nmlkj
Car
 
nmlkj
Public Transit
 
nmlkj
Page 4
Food Trucks (IRB # 11-0080)
1. Why don't you eat at food trucks? Check all that apply 
2. If other, please explain 
 
 
4. 
5
6
 
Concern about food safety
 
gfedc
Don’t like the food options
 
gfedc
Don’t like the owner or workers
 
gfedc
Unappealing condition of truck
 
gfedc
Nowhere to sit
 
gfedc
Waiting time is too long
 
gfedc
Don't know where the trucks are
 
gfedc
Haven't had time
 
gfedc
Page 5
Food Trucks (IRB # 11-0080)
1. Please indicate to what degree you agree with the statement 
2. Please indicate how you feel about the following qualities and characteristics of food 
trucks.  
 
5. 
 
Strongly 
Disagree
Disagree Agree
Strongly 
Agree
The presence of food trucks makes streets feel more inviting nmlkj nmlkj nmlkj nmlkj
The presence of food trucks makes streets feel safer nmlkj nmlkj nmlkj nmlkj
I want my city to have more food trucks nmlkj nmlkj nmlkj nmlkj
Parked food trucks are a better use of space than surface parking lots nmlkj nmlkj nmlkj nmlkj
There should be a central gathering spot for food trucks to park and operate nmlkj nmlkj nmlkj nmlkj
Food trucks add to the diversity of food offerings in my city nmlkj nmlkj nmlkj nmlkj
 Harms my city's image Helps my city's image
Overall External Appearance nmlkj nmlkj
Signage nmlkj nmlkj
Tables and Chairs nmlkj nmlkj
Kitchen Visibility nmlkj nmlkj
Noise nmlkj nmlkj
Trash, Litter nmlkj nmlkj
Smell nmlkj nmlkj
 
Page 6
Food Trucks (IRB # 11-0080)
1. Which of these issues are you most concerned with? Please select 1 response.  
2. What is your overall perception of food trucks in your city? 
 
6. 
 
More appealing exterior
 
nmlkj
Better handling of trash
 
nmlkj
Safer food handling
 
nmlkj
Reduce odor
 
nmlkj
Reduce noise
 
nmlkj
More operating hours
 
nmlkj
Requiring food trucks to park in one centralized location
 
nmlkj
Provide seating
 
nmlkj
Foods trucks providing unfair competition to restaurants
 
nmlkj
Very Negative
 
nmlkj Negative
 
nmlkj Neutral
 
nmlkj Positive
 
nmlkj Very Positive
 
nmlkj
Page 7
Food Trucks (IRB # 11-0080)
1. What is your age? 
 
2. What is your race/ethnicity? 
 
3. What is your educational attainment? 
 
4. What city do you live in? 
 
 
7. Demographics
6
6
6
6
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Appendix D 
Open Invitation  
 
Are you interested in the emergence and popularity of food trucks in the triangle area? If so, 
please consider filling out this brief online survey on the issue. Lindsay Moriarty, a graduate 
student at UNC Chapel Hill in the Department of City and Regional Planning, will be using this 
data in her master‟s research paper, which explores the roles food trucks might play in 
community and economic development, and the related policy implications.  
 
The survey will take no longer than 5 minutes to complete, and your responses will be 
completely anonymous.  Participation in this research is completely voluntary, and you may skip 
any question that you do not want to answer. Additionally, you can withdraw at any time. 
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Appendix E 
Likert Scale  
 
Appendix F1: Questions and Scoring Key 
Please indicate to what degree you agree with the 
statement 
Total Scale (0-12) 
Strongly 
Disagree 
Disagree Agree Strongly Agree 
The presence of food trucks makes streets feel more 
inviting 
 
0 1 2 3 
The presence of food trucks makes streets feel safer 
0 1 2 3 
Parked food trucks are a better use of space than surface 
parking lots 
 
0 1 2 3 
Food trucks add to the diversity of food offerings in my city 
0 1 2 3 
 
Appendix F2: Food Truck Scale Results 
  N Min Max Mean SD 
Food Truck Scale 393 0                12 9.07 2.25 
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Appendix F 
Survey Responses  
 
Please indicate to what degree you agree with the statement. 
 
To what degree to you agree or 
disagree with these statements? 
N 
Strongly 
Disagree Disagree Agree Strongly Agree 
n % n % n % n % 
The presence of food trucks makes 
streets feel more inviting  
 432 6 1% 30 7% 219 51% 177 41% 
The presence of food trucks makes 
streets feel safer 
 422 7 2% 82 19% 225 53% 108 26% 
Parked food trucks are a better use of 
space than surface parking lots 
 400 9 2% 76 19% 179 45% 136 34% 
Food trucks add to the diversity of 
food offerings in my city 434 4 1% 16 4% 135 31% 279 64% 
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Appendix G 
Response Summary  
Please indicate how you feel about the following qualities and characteristics of food trucks. 
 
Food Truck Characteristics n 
Harms my city's image Helps my city's image 
Response Count % Response Count % 
Overall External Appearance  412 41 10% 371 90% 
Signage 401 53 13% 348 87% 
Tables and Chairs 395 36 9% 359 91% 
Kitchen Visibility 377 52 14% 325 86% 
Noise 367 180 49% 187 51% 
Trash, Litter 382 325 85% 57 15% 
Smell 379 96 25% 283 75% 
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Appendix H 
Chi-Squared Test of Independence  
 
Null: There is no association between city of residence and whether or not someone eats at 
restaurants more or less frequently since the arrival of food trucks. 
 
Alternate: There is an association between city of residence and whether or not someone eats at 
restaurants more or less frequently since the arrival of food trucks. 
 
  
City 
Total   Carrboro Chapel Hill Durham Raleigh 
  
Business 
Patterns 
Less 
Frequently 
0 2 4 3 9 
  .0% 16.7% 5.2% 5.9% 5.8% 
  More 
Frequently 
0 0 2 0 2 
  .0% .0% 2.6% .0% 1.3% 
  
The Same 
15 10 71 48 144 
  100.0% 83.3% 92.2% 94.1% 92.9% 
  
Total 
15 12 77 51 155 
  100.0% 100.0% 100.0% 100.0% 100.0% 
  *Pearson Chi-Squared value of 5.596 with 6 degrees of freedom and a significance value of .470 
 
 
